other studies suggest that advertising wear-in does not exist or occurs quite rapidly while advertising wear-out occurs more slowly. Details of and differences in these results by condition are discussed in this article. Researchers probably have examined the effect of advertising from the time mass advertising first began more than a hundred years ago. Scientific research, however, began to accumulate in the last 50 years (Tellis, 2004 (Tellis, , 2007 . We can classify this work into two broad paradigms of research: be- For this essay, I define the meaning of six terms: "product," "firm," "brand," "consumer," "market," and "sales." Specifically:
• "Product" refers to any good, service, idea, or person being advertised.
• "Firm" refers to any organization that advertises, whether a for-profit commercial organization, governmental agency, or not-for-profit organization.
• "Brand" refers to the label used for the product being advertised.
• "Consumer" refers generically to the audience of the advertising-buyers, voters, members of organization, citizens, etc.
• "Market" refers to the aggregate of consumers.
• "Sales" refers to the object of transaction that the advertiser desires from the consumer, such as product purchases, votes, attendance at organizational meetings, good citizenship, etc.
I classify field research into five groups, depending on which aspect of advertising it researches: advertising elasticity, weight, frequency, wear-in/ wear-out, and content. Studies are most abundant and rigorous on elasticity, abundant, but not as rigorous on weight, reasonably abundant, but not as rigorous on wear-in/wear-out, limited on frequency, and very limited on content. A meta-analysis is a higher level study of such primary studies that seeks to summarize the mean advertising elasticity and explain its differences across various characteristics of primary studies, such as authors, models, and ecological contexts (firm, products, or markets). There are several meta-analyses done to date (Assmus, Farley, and Lehmann, 1984; Clarke, 1976; Leone, 1995; Sethuraman and Tellis, 1991) .
RESEARCH ON ADVERTISING ELASTICITY

Generalizations from elasticity studies
Research on advertising elasticity leads to the following important generalizations:
About current effect
• If advertising changes by 1 percent, sales or market share will change by about 0.1 percent. In other words: advertising elasticity is 0.1.
• The advertising elasticity is higher in Europe relative to the United States, for durables relative to nondurables, in early relative to late stages of the product life cycle, and in print over TV.
• The advertising elasticity is lower in models that incorporate disaggregate data, advertising carryover, quality, and promotion relative to those that do not.
• The advertising elasticity is lower in multiplicative models relative to other model forms, such as the additive model.
• The advertising elasticity is invariant over the measure of the dependent variable or the method of estimation.
About carryover effect
• The carryover elasticity of advertising seems twice as large as that of the current effect.
• The estimates of the carryover effect of advertising decrease with the interval of the data used to estimate the carryover.
Implications
These results suggest the following four implications. First, advertising is not the variable of choice for increasing sales.
Second, there are distinct circumstances when advertising is effective in increasing sales. Third, researchers need to be cautious about modeling advertising response. They need to properly control for independent variables, carryover effects, and multiplicative models. Fourth, researchers need to use data at the unit exposure time and correct for estimates of elasticity if they use more aggregate data (Tellis and Franses, 2006) . The unit exposure time is the largest calendar period in the time frame being studied, such that advertising exposure occurs at most once in that period, and if it occurs, it does so at the same time in that period.
RESEARCH ON ADVERTISING WEIGHT
"Weight" refers to the level or intensity of the advertising budget. Typically, the studies in this group examine the effect of
EMPIRICAL GENERALIZATION
Research on over 260 estimates of advertising elasticity leads to the following important generalization. If advertising changes by 1 percent, sales or market share will change by about 0.1 percent-that is, advertising elasticity is 0.1. The advertising elasticity is higher in Europe relative to the United States, for durables relative to nondurables, in early relative to late stages of the product life cycle, and in print over TV.
The advertising elasticity is lower in models that incorporate disaggregate data, advertising carryover, quality, and promotion relative to those that do not. The advertising elasticity is lower in multiplicative models relative to other model forms, such as the additive model. The advertising elasticity is invariant over the measure of the dependent variable or the method of estimation.
JAR49 (2) et al., 1995) as well as miscellaneous studies reported by Aaker and Carman (1982) . These experiments varied widely in time period, markets, product contexts, advertised brands, and changes in weight.
Some time periods were short; others lasted for years. Some experiments had small changes in weight; others used large changes in weights (Tellis, 2004 (Tellis, , 2007 .
Generalizations from advertising-weight studies
Research from weight studies leads to the following six important and surprising findings:
• Even if advertisers make a big increase or decrease in weight, sales do not increase or decrease by much.
• If advertisers make cuts in weight, sales do not immediately decrease.
• If advertising is effective, its effects are visible early in the life of a campaign.
• Conversely, if early advertising is ineffective, then repetition will not create or enhance its effectiveness.
• If advertisers make changes in media, product, target segments, scheduling, and especially content of the advertising, they are more likely to cause changes in sales than if they merely change weight.
• Where profitability of the advertising has been assessed, advertising seems to be profitable less than half the time.
Implications
These results suggest three implications. (Deighton, Henderson, and Neslin, 1994; Gibson, 1996; Jones, 1995;  McDonald, 1971; Pedrick and Zufryden, 
Generalizations from advertising-frequency studies
Research on advertising frequency leads to the following five findings:
• The effects of advertising exposure are less prominent and immediate and more fragile than those for price or promotion on brand choice.
• In general, increasing frequency of exposures increases probability of brand choice at a decreasing rate.
• For mature, frequently purchased products, the optimum level of exposure is relatively small, ranging from one to three exposures a week.
• Brand loyalty moderates response to advertising exposures, in that established brands have an earlier and lower peak response to advertising exposures than newer brands.
• Brand choice is more responsive to the number of consumers the advertisement reaches than to frequency with which it is repeated.
Implications
These findings suggest two implications: (2000), Greenberg and Sutton (1973) , Masterson (1999) , Pechmann and Stewart (1992), Pieters, Rosbergen, and Wedel (1999) , Sawyer (1981) , Sawyer and Ward (1976) , and Tellis, Chandy, and Thaivanich (2000) . Some of the research reviews did include a mix of field and laboratory studies.
Generalizations about wear-in
Research on wear-in and wear-out leads to the following important findings:
• Wear-in either does not exist or occurs quite rapidly.
• Wear-in occurs more slowly:
⅙ when exposures are spread apart;
⅙ when consumers are not forced to attend to the advertisement;
⅙ with advertisements that contain emotional appeals rather than arguments;
⅙ for consumers who are not highly motivated to attend to the advertisement or actively process the advertising content;
⅙ in markets relative to theater or lab settings.
• Wear-in may be stronger with advertisements that have higher persuasion scores than those with lower persuasion scores.
Generalizations about wear-out
• Advertising campaigns wear-out if run long enough.
• Wear-out occurs more slowly:
⅙ with advertising content that is complex, emotional, or ambiguous;
⅙ with advertisements that are less effective;
⅙ with infrequently purchased products;
⅙ with light viewers of TV;
⅙ with campaigns that offer a richer variety of advertisements and executions.
• A break in a campaign leads to an increase in effectiveness of an advertisement; if that happens, the advertisement
There are more than 260 estimates of advertising elasticity carried out in numerous studies using a variety of models and data across many countries, product categories, brands, and time periods.
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Generalizations about advertising content
Research on advertising content seems to suggest the following preliminary findings:
• Changes in the creative, medium, target segment, or product itself sometimes lead to changes in sales, even though increases in the level of advertising by itself does not.
• Informative appeals are more important early than late in the product's life cycle.
• Conversely, emotional appeals are more effective late rather than early in a product's life cycle. Tellis (Sage Publications, 2004) .
Implications
